
18th - 22nd JUNE 2018

PROGRAMME OF EVENTS

MON

TUES

WEDS

THURS

FRI

08:30 - 10:00 10:00 - 12:00 12:00 - 14:00 14:00 - 16:00 16:00 - 18:00 18:00 - 20:00 20:00+

Available for 
client meetings

Kantar Millward Brown:
BrandZ: how love and 
purpose can grow your 
brand value 

Kantar: How to grow 
brands faster 

Kantar: 
Blurring boundaries : 
the new social 
decision-making 
journey 

Kantar UK
client cocktails

Late bar for informal 
client 121s

Kantar Millward Brown: 
‘Content, contradictions 
and cocktails’   

Kantar Consulting: 
Follow the Money: 
�nding and building 
growth in the future of 
consumption 

Kantar Consulting & 
Wunderman: 
You can’t take an 
algorithm to dinner 

Kantar Consulting 
with Y&R:
Igniting purpose-led 
growth

Kantar Consulting:
Conversation over cocktails with IKEA CMO, Claudia 
Willvonseder: How data is reinventing the �atpack 
empire

Kantar Media client meetings 

Kantar Media: 
The consumer media 
journey: Shaken & 
stirred

Late bar for informal 
client 121s

Kantar Consulting: 
Client event

Available for 
client meetings

Available for 
client meetings

Available for 
client meetings

 

Late bar for informal 
client 121s

Available for 
client meetings

Available for 
client meetings



Monday 4:00-5:00pm
Blurring boundaries: the new social decision-making journey. 
The boundaries between technology and humans are rapidly blurring, changing the dynamics of the relationships between 
people and organisations. The rules won’t magically change in 2018, but how organisations engage with customers will 
continue to dramatically evolve. Join us in a panel conversation with brand leaders to discuss the new socially-driven 
decision making cycle.

Tuesday 12:30-1:30pm (incl Lunch)
How to grow brands faster. 
Do you really know how your brand grows? By analysing the world’s most comprehensive behavioural and attitudinal 
datasets we have found that not all growth is created equal. For most brands, penetration + frequency delivers the greatest 
growth – but the most e�ective path depends on where your brand sits today. Sustainable growth requires winning on 
meaning and di�erence too, but, for big brands, these can be especially hard to come by. Join our audience conversation to 
explore what disrupters brand leaders are using to keep their  brands on the right trajectory. 
 

Tuesday 9:00-10:00am (incl Breakfast)
BrandZ: how love and purpose can grow your brand value. 
What role does purpose, love and trust play in growing your brand? The latest BrandZ Global Top 100, launching May 29, 
reveals insight into the impact a strong brand has on business growth. Based on over �ve billion data points, BrandZ has 
distilled what makes a ‘Healthy’ brand into �ve key pillars; Purpose, Innovation, Communications, Brand Experience and 
Love. Join us for this intimate round table discussion where we will share exclusive analysis using the latest BrandZ data, and 
explore in depth the e�ect Purpose and Love have on driving short and long-term �nancial success.  

Tuesday 4:30-5:30pm(incl Cocktails)
‘Content, contradictions and cocktails’
Mastering the art of integration can help boost brand e�ectiveness by 57% yet more than half of marketers are missing the 
opportunity. Join us for cocktails and conversation about content, context and contradiction. Explore the role of campaign 
cues, what makes up a strong idea, how to make content amazing and what channels and customisation are required to 
maximize impact. Our analysis based on research conducted in 45 countries helps marketers develop integrated and 
customized campaigns and avoid the pitfalls of fragmentation.   



Wednesday 4:00-5:30pm
Igniting purpose-led growth
We know that brands with a high sense of purpose grow faster. Kantar Consulting, together with Y&R, lead a conversation 
discussing the impact of purpose in brand building. Drawing from Kantar Consulting’s Purpose 2020 research and Y&R's BAV 
data on brands over the past 25 years, we will showcase the power of purpose when done right and when it can back-�re. 
Finally, we will lead a conversation with clients we have helped to de�ne and activate purpose internally and externally.

Wednesday 6:30 -8:00pm
Conversation over cocktails with IKEA CMO, Claudia Willvonseder: How data is reinventing the �atpack empire
Seventy �ve years, 35 countries and 400 stores after Ingvar Kamprad set out to create a better world by enabling “the 
many” to enjoy a better life at home, half the human race now shops at IKEA. Where do you grow from there? Simple: you 
create a second revolution; this time focused squarely on the lives (not the furniture) you aim to improve. Over early evening 
cocktails, IKEA CMO Claudia Willvonseder will discuss the new creative work inspired by a series of data experiments 
conducted on behalf of the IKEA Kids Furniture business which will show how the world’s leading home furnishings brand can 
use data and technology to make life at home with kids even more wonderful.

Thursday 6:00-8:00pm
The consumer media journey: Shaken & stirred
As consumers are presented with ever greater choice, brands are adapting and discovering new ways to communicate with 
impact. But how do they do this e�ectively? How are consumer attitudes changing? And what do they expect from brands? 
Join us for cocktails and lively discussion as we reveal �ndings from Kantar Media’s landmark DIMENSION study and debate 
the future of the consumer media journey. 

Wednesday 9:00– 10:30:am (incl Breakfast)
Follow the Money: finding and building growth in the future of consumption . 
Growth comes from demand, and demand has shifted.  It is now found in places outside the comfort zone of business as 
usual, and these places require a fresh understanding of a day in the life of today's consumers.  Join Bryan Gildenberg and 
J. Walker Smith for a lively, interactive conversation about the changing confluence of competitors, macro forces, retail out-
lets, lifestyle requirements and market dynamics that are reshaping the fundamental business imperatives of scale, value
and influence.

Wednesday 12:30 – 2:00pm (incl Lunch)
You can’t take an algorithm to dinner: new imperatives for consumer and customer engagement. 
Come and debate how algorithms and AI are reinventing interactions with consumers, shoppers and retailers.  Our retail, 
marketing and algorithmic technology experts will share a view on the future of AI – how fast will it progress and in what 
directions?  We will showcase what you could and should be doing today, what needs to happen tomorrow and how you will 
need to operate di�erently in the future if you want to keep your competitive advantage.  




